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Hexagon Group is a multinational company headquartered in Sweden. It has 
three main business: measurement, metrology and technology.The metrology of 
Hexagon Group enter in the Chinese market from the 20th century.In recent years, 
with the rapid development of China's economic, The business of Hexagon Group 
makes a big improvement in the domestic market. China now has become one of the 
world's most important markets for the Hexagon Group. In 2015, the Chinese market 
net sales reach 456 million euros, an increase of 9% compare to last year, accounting 
for 15% of the Group's total revenue, China’s business growth rate is faster than the 
global average growth rate. 
However, the Hexagon Group in the Chinese market metrology business is also 
facing more and more challenges. With the fierce competition in the market and 
China's weak macroeconomic. It makes a great impact on the future development of 
Hexagon Group’smetrology business. Therefore, basing on the strategic marketing 
management theory, analyzing the external macroscopic environment and the 
internal micro-environment of Hexagon, this paper puts forward the marketing 
strategy of Hexagon’s metrology, so as to put the marketing activities of Hexagon 
into orderly management and Planning, enhancing the competitiveness ofHexagon in 
the market. 
The research shows that,In the products, Hexagon should continue to improve 
its high,middle,low series, improving the product quality , reducing production costs, 
enhancing product supporting services, improving the rapid response to customer 
requirements. In the price, the Hexagon should price on the value of the product, 
setting different pricing strategies for different product serices. Inthe channel, 
Hexagon should strengthen the direct channel and the distribution channel, while 
attention to the development of network channel; In the promotions, aparting from  
attaching great importance to the personnel promotion,it must synthesize the 
advertising, exhibition promotions and other promotion types. Seting promotional 
portfolio for differenting product serices. 
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表 1.1 海克斯康 2014-2015 年全球市场收入及员工情况 
 北美 南美 西欧 东欧 中国 亚洲（除中国）
2014 年 
收入占比 29% 5% 30% 9% 15% 12% 
员工数 3850 750 5200 500 2250 2350 
2015 年 
收入占比 31% 3% 30% 8% 15% 13% 
员工数 4100 750 5600 700 2300 2400 

























































































































































































































而不断更新和发展，主要理念的变迁过程如表 2-1 所示[8]。 
 
表 2-1 市场营销理念的变迁 
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